
BPOU & CD LEADER 
COMMUNICATIONS TRAINING



Part I: Developing and 
Planning a Message



Staffing & Responsibilities

• Staffing: 
• Examples – Communications Director, BPOU/CD Chair or Vice-Chair, or 

Communications Committee Chair, etc. 

• Roles and Responsibilities:
• Who is the on-the-record spokesperson – the one person that should be 

authorized to take and respond to media inquiries, etc.

• This should be clear to your team ahead of time so you speak with, and 
through, once voice



Messaging & Content Planning

• Lists and Calendars of Important Dates that Create Opportunities to 
Deliver Your Message:

• Holidays – Memorial Day, Independence Day, Labor Day, Tax Day, etc.  – AND 
ELECTION DAY!!!

• Pre-determined Announcements – U.S. Department of Labor Bureau of Labor 
Statistics Press Releases, Campaign Finance Reporting Deadlines, etc.

• Major Local Events - State & County Fairs, Sporting Events, Conferences, etc.



• Communications plan should include overview, goals & key 
priorities:

• Sharing the accomplishments and vision of GOP candidates and elected 
officials with the public

• Holding Democrats accountable for failures, misdeeds, extremism, etc.
• Identify key Dems in your area – incumbents or potential future challengers

• Why us and why not them





Surrogates

• External Spokespeople – Allies and supporters that echo your message; 
they carry expertise, name recognition and/or powerful personal stories

• Identify them ahead of time – so you’ll have them when you need them

• Do Your Homework – Make sure you’ve vetted them properly

• Keep a list – Name, location, expertise, contact information – so you can 
contact them at a moment’s notice



Example Surrogates for BPOUs & CDs

• BPOU and Congressional District Chairs, Vice-Chairs and Officers

• Local lawmakers & elected officials

• Allies from friendly business and community groups who can serve as 
a strong voice for your message



Part II: Earned Media & 
Working with the Press



Earned Media & Working with the Press

• Earned Media – Coverage secured through pitching stories or 
responding to inquiries; statements, press releases, interviews, etc.

• Unearned Media – Paid advertising



Media Markets - DMAs

• DMA – Designated Market Area; technical jargon for local media 
markets

• Get to know your markets: most states have several, typically 
centered around large & medium-sized cities



MINNESOTA TV MARKETS (DMAs)

(Source: NorthPine.com, Accessed May 2023)

http://www.northpine.com/


Working with Journalists

• On the Record – Can be used as a word-for-word quote with your name and 
organization; “The sky is blue,” said Jane Smith campaign spokesperson John Doe.

• Off the Record – Not to be used for publication in any way, whether attributed or 
not.

• On Background – can be paraphrased and attributed generally but not a direct 
quote; A spokesperson for the campaign said that hundreds of volunteers have 
signed up for this weekend’s grassroots event.

• Make sure to agree to ground rules beforehand – if they don’t agree to off-the-
record beforehand, IT’S NOT OFF THE RECORD!



Working with Journalists

• Be Professional - You can disagree, even firmly, but even when there’s 
a disagreement, most journalists are professionals with a job to do.

• Know their Beats, Coverage, and Areas of Interest – Read what they 
write; don’t take a political story to the sports editor, etc.

• Don’t Take it Personally – Just because they don’t take your first pitch 
doesn’t mean they won’t take the next one!



Media Lists

• Your Press List is Gold! 

• Keep it Sorted and Up to Date!



Keep Your Press List Updated And Break it Down…

• Top Political Reporters

• Print

• TV

• Radio

• Specialty



• Media Market (DMA)

• Outlet Type: Print, TV, Radio, Specialty

• Outlet Name

• Journalist Name 

• Journalist Title

• Work Phone

• Cell Phone

• Email



Feed Them Content!

• Be Proactive and Use Press Materials Proactively:
• Statements

• Press Releases

• ICYMI

• Media Advisories

• 1 on 1 pitches

• Phone Calls & Texts



Statements & Press Releases

• Prepared items that are timely and relevant to the news and events of 
the day and distributed to all of your media contacts at once







ICYMI – In Case You Missed It…

• In Case You Missed It (ICYMI) – a great way to draw attention to 
recent news or other content that you want to continue to amplify –
whether to a new and different audience, market, etc. 





Media Advisories

• Media Advisories – Gives the press the details on an event for them 
to cover – press conferences, media availabilities, etc.





Columns, Op-Eds & Letters to the Editor

• Columns, Op-Eds, and Letters to the Editor - These are typically 
longer-form submissions that go to newspaper opinion pages – make 
sure to follow guidelines from the outlets in question; deadlines, 
word count, etc.





Interviews

• While they can be good, interviews can also go poorly:
• Weigh the pros and cons – can a statement or a brief soundbyte get the job 

done with less risk?

• Do your homework – on the interviewer and the subject matter

• Establish ground rules – agree to a time, location, format and if possible, 
what topics and questions will – and will not – be covered

• Prepare ahead of time – identify main points and stick to them



Part III: Social Media in Brief



What is Social Media?

• Websites and applications that allow users to post content online –
text, pictures, video and more to share with other users 



Social media allows users to connect with each other more directly –
for campaigns and candidates, that means without the middleman of 
the news media



Everything is public, and once you post it, others can share it or save it 
permanently – so be careful, proofread, fact-check, etc.



Part IV: Crisis 
Communications



What is Crisis Communications?

• For political organizations and campaigns, crisis communications is a 
situation in which the organization faces a serious challenge to 
credibility and reputation – even above and beyond run-of-the-mill 
attacks from Democrats

• Responding quickly, accurately and effectively can often mean the 
difference between survival and defeat.



What is ( and isn’t) a crisis? 

• A crisis can include many different types of story lines – breaking 
negative news stories;
• These can be things like accusations of serious ethical issues, arrests and 

many more.

• Also important to know what isn’t a crisis – everyday, run-of-the-mill 
attacks from the press and opponents are not a crisis – they’re part of 
the campaign and important to defend, but not necessarily a crisis!



Recognizing the challenge – and planning and executing a response

• Rule No. 1: Remain Calm and Don’t Panic!

• Next: Who needs to be part of the team to plan and execute your 
response? Is it the campaign manager, the candidate, etc. – does legal 
counsel need to be involved?



Gather your team and assign responsibilities to:
• Establish the facts – who, what, where, when, why and how

• Monitor breaking news coverage, media inquiries and social media posts 

• Prepare response – statement, talking points for interview, etc. 



Track and acknowledge media inquiries:

• As requests come in, ask what if any deadlines to establish what if any 
time is available for a response

• Responding quickly and effectively is always important, but not so 
quickly that it is poorly thought out – this will often just make the 
situation worse.

• It is ok to ask reporters what their deadline is and let them know 
you’re looking into their questions.



Preparing possible response:

• Be factual and do not lie – it will likely catch up with you!

• Be short and to the point with the best information you have 
available at the time – and if you don’t know answers, don’t make 
stuff up or speculate

• Appropriate Spokespeople

• Consider your audience and the impact of the person telling the story



Once your response is out, STICK TO IT! 

Unnecessarily changing course will only serve to 
start a new news cycle all over again!



Any Questions?


	Slide 1: BPOU & CD LEADER COMMUNICATIONS TRAINING 
	Slide 2: Part I: Developing and Planning a Message
	Slide 3: Staffing & Responsibilities  
	Slide 4: Messaging & Content Planning 
	Slide 5
	Slide 6
	Slide 7: Surrogates
	Slide 8: Example Surrogates for BPOUs & CDs
	Slide 9: Part II: Earned Media & Working with the Press
	Slide 10: Earned Media & Working with the Press 
	Slide 11: Media Markets - DMAs
	Slide 12
	Slide 13: Working with Journalists
	Slide 14: Working with Journalists
	Slide 15: Media Lists
	Slide 16: Keep Your Press List Updated And Break it Down… 
	Slide 17
	Slide 18: Feed Them Content!
	Slide 19: Statements & Press Releases
	Slide 20
	Slide 21
	Slide 22: ICYMI – In Case You Missed It…
	Slide 23
	Slide 24: Media Advisories
	Slide 25
	Slide 26: Columns, Op-Eds & Letters to the Editor 
	Slide 27
	Slide 28: Interviews
	Slide 29: Part III: Social Media in Brief 
	Slide 30: What is Social Media?
	Slide 31
	Slide 32
	Slide 33: Part IV: Crisis Communications
	Slide 34: What is Crisis Communications?
	Slide 35: What is ( and isn’t) a crisis? 
	Slide 36
	Slide 37
	Slide 38: Track and acknowledge media inquiries:
	Slide 39: Preparing possible response:
	Slide 40
	Slide 41: Any Questions?

